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Outcomes

Understand regional differences about women in the 
business school pipeline …

Experience of the decision‐making process, 

Preferences and motivations, and

Messages they might focus on and embrace.
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GMAT® Exams Taken by Gender
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105,990 exams by women 
(Women ↑, Men ↓)

>40% for 1st time

China at >60% 

More Women in the Pipeline

Source:  GMAT® Exams Taken by Gender and Citizenship, TY2010 data
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Age Cohort Gaps
Global Distribution by Age
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46%
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women are from 
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Average Age of Business School Candidates
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Women & Your Recruiting Itinerary? 
Distribution by Region

Source:  Distribution of GMAT® Exams Taken by Region (residence) and Gender, TY2010 data
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Source: GMAT® Examinees in TY2010, 
Percent of examinees with data by Intended Degree Program (select one)
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Group
Top 

program 
choice

Second 
choice

Third 
choice

Fourth 
choice

Global
women

FT2MBA 
(31%)

FT1MBA 
(27%)

PTMBA 
(24%)

MS Acct
(14%)

Europe FT1MBA 
(34%)

MS Mgt 
(28%)

FT2MBA 
(23%)

MS Finance 
(16%)

US PTMBA 
(33%)

FT2MBA 
(31%)

FT1MBA 
(23%)

Flexible 
MBA (15%)

China MS Finance 
(45%)

MS Acct 
(32%)

FT1MBA 
(23%)

FT2MBA 
(19%)

India FT2MBA 
(59%)

FT1MBA 
(55%)

EMBA 
(19%)

MS Mgt 
(15%)

Programs They Are Applying To

Data for WOMEN survey respondents by residence. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Where Women Seek Information

Global Europe US China India

Non-School sources

School-specific sources

Word-of-mouth

College 
professors/advisors

Data for WOMEN survey respondents by residence. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Motivations to Pursue GME
Prospective Students

Develop KSAs

Advance Career

Challenging/Interesting work

Satisfaction/Achievement

Credential/Stay Marketable

Knowledge, Skills, 
and Abilities (KSAs)

Decisionmaking 
Strategy & Innovation
General biz functions

Managing People
Strategic & System skills

Interpersonal skills

•Gain Respect
•Confidence for Success
•Seeking different skills
•16% want to be 
Self-employed

Data for survey respondents. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Global Europe US China India

Community
Enjoyment
Work & Career
Home Life

Most are Motivated to Learn; Advance Career; & Obtain Challenging 
and Interesting Work, as well as Develop Confidence (33%)

Motivations and Interests

Data for WOMEN survey respondents by residence. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Global Europe US China India

Time and energy demands Financial demands Uncertain outcomes

Proactively Addressing Concerns 
Among Women

Data for WOMEN survey respondents by residence. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Top Reservations Among Women
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Globally, 11% women have NO reservations

Data for WOMEN survey respondents by residence (multiple selections). 
Source: GMAC® mba.com Prospective Students Survey, 2010 only.



Global
Women Europe US China India
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Where Do Women Want to Work?
Intended Industry of Employment (Top 5)

Data for WOMEN survey respondents by residence. 
Source: GMAC® mba.com Prospective Students Survey, 2009‐2010



Tactics from the Panel
Meet with or communicate with women in personalized, one-on-
one interaction about your school and its offerings when possible
Utilize female alumnae, faculty, & current students to address 
concerns related to returning to school, choosing b-school, 
selecting a program, women activities in a program, and 
opportunities post-MBA.
Engage women in discussions on other topics of interest to them 
that tie directly to the MBA to attract women from a variety of 
sectors, industries, backgrounds. 

Leadership, Sponsorship, Networking; 
Motivations, Career Cycles & Role Models;
“Gender Bilingual” 

-women examples in admissions/marketing materials
-offer webinars, live sessions, blog posts



Prospective Students 
mba.com Survey 

Application Trends Survey
closes 8 July 2011

Global Graduates Survey
Corporate Recruiters Survey

Alumni Survey

GMAT® Profile of Examinees
GMAT® Geographic Trend Reports

GMAT® Interactive Profile
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Graduate
& work

GMAT®

www.gmac.com/research

Data resources
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